In the context of India in general, and places where English language functions as a second language in particular, the prevalent idea that our students have to support their language learning capability through the native accent (pronunciation) structures is a myth. The paper takes up the following hypotheses:
INTRODUCTION
Students take the electronic medium as fun and the formal classroom curricula as a burden. So, if they are exposed to various such use of the English language through the electronic media, they may absorb the data as well as its intended purpose easily. This would pave way in entertaining, and educating them by a method that is more pragmatic today. This paper takes into account certain data collected from electronic media in India, and claims to utilize them as model material in curriculum renewal of English.
Enriching the Mass Appeal
In a globalised India, English studies require more careful attention. The drive for regional languages, and a step motherly attitude towards English in recent times has been disheartening and acted in the worst possible extent against socio-economic development. Like many other languages, English also represents a substantial section of our society. It is by making English elitist, cozy, and confined to only a textbook approach that our attitude has been shaped. It needs to be busted, making room for the popular appeal that goes behind its use. English has consolidated itself as an effective language of our country at all levels. It is a valuable asset left with us to our advantage influencing, and getting influenced by our socio-cultural context. In learning and teaching English in The use of language in advertisements and promotional campaigns apply the same in order to put the object in its abstract form than as an object in itself. In this context we may cite Shklovsky here:
'After we see an object several times, we begin to recognize it. The object is in front of us and we know about it, but we do not see it. Hence we cannot see anything significant about it. Art removes objects from the automatism of perception in several ways'.
For example, the Slice juice advertisement in its three versions tries to de-familiarize the object, i.e. mango juice and makes an attempt to make us perceive it as a regal, This has to be the motto behind the very effort of English teaching in India.
c) The English that we meet around us, through the advertisements, street banners, and so on have to be a major content of the teaching curriculum. At the primary stage, the basics of a language can be taught. Later on, such words and structures which a person is frequently watching, listening or using need to be the data for analysis.
Many such usages like the English poetic usage, rhyme, rhetorical and figurative use, commands, imperative/polite approach, address etc. can very easily be taught to young learners without any rigorous practice of the stereotype rules of the language. There has been a perceivable benefit towards language study by the rapid growth of information technology. So, in order to make the teaching of a subject communicative, career oriented, effective, a package has to be prepared on all the items of the language teaching apparatus.
Instances of some Advertisements correlating with the present society
The discourse of the ad-world is a reflection of the socio- 
Tanishq
In this ad, initially we see a bride who is also the mother of a child getting ready for her marriage. Here we find the 
Blenders Pride
In this ad, we see a model with certain suggestive and provocative actions in course of her walk through a city street. She walks in the streets of London, and distributes all her belongings to the passers-by who are mostly from the opposite sex. She appears to be seductive by personifying, and fetishizing the idea that the passers-by are influenced by her and she is a subject of gaze. It can be taken up as material for gender studies.
Coca-Cola
A girl missed her bus for college. Suddenly a rickshaw puller (who is also her admirer) offers her lift in a very attractive, and tricky way. The rickshaw puller overtakes the bus, and drops the girl at the college on time. It has maintained a sequential narrative of a love story.
Imperial Blue
Here we see a man entering inside the lift without waiting for anyone to get inside it, as he was getting late for his office.
But suddenly, he changes his destination as he sees a beautiful lady. The ad gives us a stereotypical idea that men are fascinated by beautiful women, and can behave so.
Vodafone
We find the picture of a single woman, desolate, and in a state of shock at first, then growing up into an independent woman, and finally finding a space through shopping, outing and having fun through the 24x7 network of the cell phone service. It has a clear reference to the idea and prevalence of the independent, assertive single woman concept today with a partial reference to the advertisement of the telephone network.
Clinic Plus
In this ad, we see a mother taking the side of her daughter convincing all the family members for her rights equal to her son. It seems to be a plot, narrating a story of a girl who lives in a patriarchal society. It is no less a text for gender studies.
Sprite
We get the picture of a student who enters into a competition with his classmates in order to please his music 
Conclusion
Our brief analysis and data above is a pointer towards curricular innovation and experimentation. We propose and argue for emphasis on authentic texts as well as press for policy decisions against a tabooed and museumised concept of 'Standard English'. There is a move in such material which paves way for developing a mass theory in language learning. It could help the students meet their functional needs in multiple contexts simultaneously learning the tricks of persuasive use of language in literature. Through this kind of English, the print and electronic media contribute immensely for making Indian English gain a status of its own.
More and more such data may be incorporated in formal classroom contexts for our benefit.
